The flb Br akthrough... 



Revolutionary NEW 

N.S.F., U.S.DA, U.L Approved 
DOUGH DIVIDER AND ROUNDER 


• Divides and rounds into pieces 
1 oz. up to 26 02. 

• Labor-savings & increased production 

• Availability - Made in USA 

• Versatility - in seconds 

• Cleanability - in minutes 

• Dependability - IOO yrs. of 
experience 

• Profitability - For You... 

Eliminates tedious hand-scaling 
and rounding 


® 


The NEW Dutchess 

''All-American" 

Patents Pending 

O 

Reader Service No. 74 



Dutcfyess 


See Us At 

BAKERS' MACHINERY CO. INC. pfog £ XD0 Booths 
1101 John Av.. Superior. WW. ^ BWHIS 

For th« distributor noorott yo« #1238 & 1240 


1-800-777-4498 FAX: 715-394-6199 


FREE STUFF 

TV'S • TENNIS BRACELETS • MOUNTAIN BIKES 

when you buy some of the right stuff from 


US'A*I NCORPORAT E D 



AUTOSOX 

Reader Service No. 71 


AUTOLAMP AUTO ANCLE 

See us at Pizza Expo '91 Booth 828 


Bright, Quality Window-Mount Advertising 

CALL US B3 1-800-729-7769 


WHERE CAN YOU FIND THE LATEST 
IN PIZZA EQUIPMENT AND PRODUCTS? 



January 15-18, Rivergate Exhibition Center 
N w Orl ans, Louisiana 
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Food 
Pizza 

McDonald's test stores have I 
offering Personal Pan Pia 
' tween 10:30 a.m. and4p 
move designed to capture the ] 
loving lunch crowd. The six-ind 
are priced from $1.99 for chee 
$2.29 for pepperoni, sausage, de 
and in some stores, a Bacon D 
Cheeseburger pizza. Managers ii 
Evansville, Indiana, area report 
the new item is slated to be sole 
definitely." McDonald's test t 
continue to sell 14rinch pies from < 
on. In December, the price of a full 
McDonald's pepperoni pizza is s 
$4.99— a significant discount fro? 
original $7.99 price in July of 
The discount may represent a sea 
promotion, or may be the result o 
ther fine-tuning of the product's 
ketability to meet customer pric 
erances in the McDonald's markel 
Donald's would not comment on the 
Another major hamburger com 
Hardee's, Inc., has entered the 
market with a "Pizza Pocket" Hi 
zone-like pie, which Hardee's S 
Vice President of Public Relations 
Meritt calls an "in-and-out proc 
was added to the November-Dea 
menu to "add some fun/' and will : 
continue to be introduced and 
drawn on a temporary, promotion 
sis. It comes in two varieties, chees 
pepperoni, which sell for $1.59 and 
"We did testing about a year 
Meritt says, "and had a real gooc 
sumer response. We sell a lot of p 
The Mexican-food franchise Tact 
offers a "Mexican Pizza." A fried 
tortilla serves as the lower crust 
supports meat, beans, red sauce, 
cheeses, green onions and olive. I 
ond tortilla on top holds addit 
cheese, pizza sauce and tomatoes 
price is $2.32 (tax included). 

Buiger King continues its rela 
ship with Domino's Pizza, test-ma 
ing personal-sized pies in its Colui 
South Carolina, market Ihe test iss 
to continue for up to eight more m 
before the company decides if and 
to market the item • 

EXHIBIT B 


says. "Their products are consistent 
cause they come from the same produc- 
ers. With some of the other big compa- 
nies you never know where their flour, 
for example, is coming from. One time 
its from the Midwest, another time ifs 
from California." Crosby's exclusive 
cheese supplier is Grande of Wisconsin 
because, Leo says, he likes the "steady 
quality." 

On his Friday peak nights, he keeps 
five Ban ovens working, and operates 
with two full-time employees, himself in- 
cluded. He also uses two part-timers. At 
this fast-paced shop, everyone is a gen- 
eralise helping behind the counter and 
in the kitchen as needed. "I don't have 
many problems with help," Leo says. 
"The boys are generally good. They 
usually stay with us for about five years." 

Hours are from eleven to eleven, 
Monday through Saturday, and from 
noon to nine on Sunday. Leo arrives an 
hour before opening to prepare for the 
day. He takes Sundays off, but checks in 
from time to time. The store is closed 
only on Christmas, Easter and Thanks- 
giving. 

The demands of a health-conscious 
America have caught Leo's attention, 
and he is responding as any smart en- 
trepreneur would— by giving such cus- 
tomers what they want, and letting them 
know it On Crosby's photocopied, one- 
sheet menu, customers are informed 
that only extra virgin olive oil is used, 
veal and eggplant are oven-baked, not 
fried, and that the cheese calzones are 
fried in 100-percent corn oil. Low-fat 
mozzarella and ricotta are available up- 
on request, and everything is made 
fresh daily on the premises. 

Salt usage is kept to a minimum. And 
Leo makes only what he likes. "I don't 
care if other guys make something and I 
don't," he says. 'Take the Jamaican pat- 
ties— the/re big in the neighborhood 
right now, but I won't sell them because 
I just don't like them." 

He also doesn't deliver, explaining 
that "delivery is 80 percent problems 
and 20 percent headaches. People here 
who want delivery don't care about qual- 
ity, they just want something delivered. 
Then there are complaints that the pizza 
got soggy or mushy. And the drivers get 
parking tickets." 

Though Leo can cite a dozen positive 
qualities of his shop, he insists that one 


of its most valuable assets is its longevi- 
ty. "We've been here longer than any- 
one else, so people know us and think of 
us when they want pizza. And we're also 
the cheapest Besides that, the serving 
window and the counter are the two 
best things about the store. Thafs 
where most of our business comes 
from." 

Although the store has seating for 50, 
Leo would like to redesign the layout to 
make it easier for customers to move 
about But he's restricted by some nar- 
row dimensions. Three years ago, the 
Leo family took over the small store 
next door, giving Crosby two front 
doors and gready expanding the oven 
and kitchen capacity. But the expansion 
added only slightly to their seating 
space. Customers and help move from 
room to room through a small doorway 
that is always open; but the kitchen can 
be accessed through the rear of either 
store. The tight quarters and large vol- 
ume lend the place an air of mass confu- 
sion, especially on Friday and Saturday 
nights. But ifs organized chaos, and 
customers clearly enjoy the liveliness of 
the place. 

Business is divided fairly evenly be- 
tween walk-in trade and to-go orders. 
Lunch runs a distant third. There is no 
extra charge for outgoing orders, and 


u. do not sell any alcoholic beverages. 
Decor consists of a few pictures of New 
York Yankee baseball players and some 
Italian travel posters. There are no video 
games and there's no juke box— not on- 
ly due to space limitations, but more im- 
portantly because Leo feels uncomfort- 
able with the image they might convey. 
He keeps a small black and white televi- 
sion above a refrigerator, where cus- 
tomers can watch a ballgame or old 
movie while waiting at the counter. And 
thafs about as technological as he gets. 

For people contemplating a career in 
the pizza business, Leo advises, "Get as 
much experience as you can. Work for 
someone first, even if it's for tree. A 
friend of a friend once called me. He 
said, 'I just bought a pizzeria and 1 don't 
know how to make pizza. What do I do?' 
I helped him as best I could, but after 
three months he sold the place. You've 
got to always be thinking in this busi- 
ness." 

And while thinking involves creativity 
and innovation when necessary, it never 
involves changing die fundamentals of 
any successful pizza operation. "Crosby 
was the first pizzeria in the Bronx to sell 
pizza by the slice," says Leo. "That was 
35 years ago, and the same recipe still 
works — courtesy, quality and good 
prices."** 
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DELIVER WITH AMERICA'S FIRST 
WIND0WM0UNT ADVERTISING 

Compare Quality • Price • Service 
Get the Best Deal... 
GUARANTEED! 


NEW! 
PIZZA 
PHONE 


$ 39. 
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